are only concerned about the security and privacy of SNSs. Although the security and privacy are very important factors from user perception, the user loyalty is more important for the corporation in comparison. But, there are no relevant research about user loyalty in SNSs.
The goal of this study is to propose a conceptual framework that customize for user loyalty of SNSs. We begin the study by reviewing the literatures about the relationship between site attractiveness, satisfaction and e-loyalty. Second, we identify some factors that affect the site attractiveness, satisfaction and e-loyalty, and then present a research model and hypotheses. Finally, we test the hypotheses and give out the implications.
In this study, through analyzing the factors that affect the user satisfaction and e-loyalty of SNSs, we propose what factors influence on site attractiveness and user satisfaction, and then examined the direct effect of site attractiveness and satisfaction on user e-loyalty. Furthermore, we tested whether there are mediators among these factors.
Ⅱ. Theoretical Background

Social Networking Sites
The basic theory of SNSs is called six degrees of separation theory which is popularized by Guare (1993) . It refers to the idea that, the distant between any stranger in the world and you will not be more than 6 peoples. That is, you will be able to know any of a stranger through a maximum of six people if you found the right six people to make the Rust and Oliver (1994) and Cronin et al. (2000) , the customer satisfaction is described as "an evaluation of an emotion" that reflects the degree to which a consumer believes the service evokes positive feelings. In this research, satisfaction is defined as the contentment of the users during the experience of SNSs. It refers to fulfillment of the user's needs and expectation, and that the web site is perceived as satisfactory overall.
e-Loyalty
Oliver (1997) (Barnes and Vidgen, 2001 ). In our opinions, we decide four factors which effect on user satisfaction of SNSs: system capability, information relevance, contents value, and site attractiveness. Figure 2 illustrates the research model.
Hypotheses
Attractiveness consists of the issues of whether the web site are fun to read and subjectively pleasing. No matter how well the content is or how reliable and easy to search the web site is, if users do not find the site appealing, they are not going to spend much time there (Smith and Merchant, 2001 ). Chen whether the information a site provide is high quality; whether the content is valuable; could make influence on the site attractiveness. In our study, we examine the site attractiveness from the aspects of system capability, information relevance, and contents value. Thus, the hypotheses are that:
H1a. System capability has a significantly positive impact on site attractiveness.
H2a. Information relevance has a significantly positive impact on site attractiveness.
H3a. Contents value has a significantly positive impact on site attractiveness.
System capability measures the functionality of a web site. For example, whether the system response time can be accepted by the user (Weinberg, 2000) ; whether the navigation is useful and the user can found what they want quickly (Smith and Merchant, 2001 ); and whether the users' personal information can be protected appropriately or not (Zeithaml et al., 2002) . Information relevance captures the content issues what provided by web site. It refers to the extent to which the information on the web site is related to the information needs of the customer (Cao et al. 2005) . The information on the web site should be informative and updated (Ducoffe, 1996) . The SNSs should provide the timely update information. For example, some new applications are developed and available for users, other applications are maintained and updated. These are signs of the SNSs' competence, and therefore induce satisfaction.
In general, the system capability and information relevance offers tangible services for users by site, on which they can base their assessment of the SNSs satisfaction and loyalty.
The contents of SNSs are generated by the users. The users can record any of things they want on their own spaces. They can share information and discuss some popular topics with friends. Peer who has some information can also be aware of his situation. They also can capture the situation of their friends through messages, comments or other channels. The contents of User-Generated Content (UGC) have the uncertainty. Good information will be helpful for other users. On the contrary, there is no significance, and even have a negative impact. Thus, the hypothesis is that: Thus, the hypotheses are that:
H1b. System capability has a significantly positive impact on satisfaction.
H2b. Information relevance has a significantly positive impact on satisfaction.
H3b. Contents value has a significantly positive impact on satisfaction.
Embedding playful features within the web site not only differentiate a site from others, but also enhance the user's perceived level of satisfaction (Eighmey, 1997) . These features will also lead to increased customer activities (Schmidt, 1996) . Furthermore, those will enhance the user's perceived level of loyalty.
Thus, the hypotheses are that:
H4a. Site attractiveness has a significantly positive impact on satisfaction.
H4b. Site attractiveness has a significantly positive impact on e-loyalty.
Customer satisfaction is generally considered a major driver of loyalty in e-commerce (Anderson et al., 1994; Ellinger et al., 1999; Oliver, 1980) . There are many literatures indicate that satisfaction is likely to increase loyalty (Bolton, 1998; Jones and Suh, 2000; Oliver, 1997; Page and Eddy, 1999; Patterson et al., 1997) . Thus, the hypothesis is that:
H5. Satisfaction has a significantly positive impact on e-loyalty.
Measurements of Variables
The questionnaire initially included 32 measurement items. Table 2 shows the measurements of all variables. For each item, five-point Likert scales which the ranging from 1 = strongly disagree to 5 = strongly agree with 3 = neutral (neither agree nor disagree) as the midpoint were used in this study.
Sampling Design and Data Collection
The questionnaire was constructed as a web-based survey for one month during the survey period. Wang and Emurian (2005) indicate that the abilities of a web-based survey to allow respondents to feel anonymous and to overcome time and place constraints helped us to reach respondents more easily than using other data collection methods. Rust and Oliver (1994) , Hunt (1997) , Cronin et al. (2000) e-Loyalty a. I will visit this site more frequently than others. b. I will spend more time on this site than others. c. I will often talk about this site with others. d. I will recommend this site to others.
Oliver (1997), Hellier et al. (2003) 
Ⅳ. Data Analysis and Hypotheses test
This study conducted structural equations modeling (SEM) analysis. Both the measurement model and the structural model were assessed using AMOS 7.0 by the maximum likelihood method.
Measurement Model
The internal consistency reliability was assessed by the value of Cronbach's alpha. The
Cronbach's alpha coefficients shown in Table   4 below indicated that each construct in our research model greater than 0.7, the lowest limit for Cronbach's alpha suggested by Hair et al. (1998) . Table 5 shows, all of the indices were matched with the recommended value (Bollen, 1989; Byrne, 1998; Hair et al., 1998; Joreskog and Sorbom, 2003) , and provide evidence of good model fit. The composite reliability coefficients for each construct was usually used for assess reliability. The coefficient was generated from standardized parameter estimates obtained from the confirmatory factor analysis (CFA) and calculated using Fornell and Larcker (1981) formula. In our study, the composite reliabilities to .5038 (Site Attractiveness) which also exceed the recommended level of .50 (Hair et al., 1998) . All of the measured variables were statistically significant (see Table 6 ).
Discriminant validity can be examined by the coefficients of squared correlation between each pair of constructs. As shown in 
Structural Model
The structural model was tested for examining the hypothesized relationships in this The detail value of indices are shown in Table 8 . 
Hypothesis Test
The path coefficients of the structural model provided direct evidence of hypotheses supported (see Figure 3 ). Baron and Kenny (1996) suggested the following steps for mediation: (i) the mediator must be associated with the independent variable. (ii) the independent variable must be associated with the dependent variable. (iii) the mediator must account for significant variance in the dependent variable, over and above that accounted for by the independent variable. In our case, as shown as Table 10 , the coefficient of direct effect from site attractiveness to e-loyalty was .415 (p<0.001). The coefficient of indirect effect from site attractiveness to e-loyalty was .141 which is significant(p<0.05).
Therefore, satisfaction can be a mediator between site attractiveness and e-loyalty.
Perfect mediation is said to be evident when the addition of the mediator to the independent variable in the regression model results in previously significant relationship between the independent and dependent variable disappearing, as the mediator mops up the variance previously accounted for by the independent variable. In our case, the relation coefficient between information relevance and satisfaction was .348 (p<0.01). As shown in Table 10 , the direct effect coefficient between information relevance and satisfaction was not significant. On the contrary, the indirect affect coefficients between them was significant. As a result, site attractiveness can be a mediator between information relevance and satisfaction although information relevance has no significantly impact on satisfaction.
Limitations and Future Work
Like other researches, our research also has its limitations. First, the survey was conducted using web-based survey. The online survey method was appropriate for collecting data from participants who were free of geographical constraints. For the future research, the sample should be enlarged. Seconds, the e-relationship should be an important factor in SNSs. Boyd and Ellison (2007) indicates that people can create real-life friendships through similar interests or groups in SNSs. As a result, they can establish important social relationships. Conference, University of New South
